The purpose of this SI is to provide a forum from where different theoretical approaches to researching BOP markets can be explored and contrasted. Such approaches may seek to build on the market studies or practice-based approach to markets (Araujo, 2007; Kjellberg and Helgesson, 2007) featured in Marketing Theory (Araujo et al., 2008) as well as relating strongly to the notion of market creation. If BOP markets are to succeed, 'bottom up' as Viswanathan and Rosa (2010) suggest, then recognizing that markets can be made, and shaped (rather than just 'discovered' as typically presented in the extant marketing literature) is central here. Furthermore, how this is done within or even across different subsistence and BoP markets might be very revealing in generating insights into how markets can genuinely be good for the poor. This SI also speaks to the notion of vulnerable consumers and subsistence markets (Hill, 2002; Peñaloza and Venkatesh, 2006; Varman and Belk, 2008) . By drawing on these theoretical approaches, we set out to bring together a wider conversation within the context of BoP.
Purpose of the special issue
In April 2011, the Marketing Department at Lancaster University hosted an interdisciplinary workshop that bought together sociologists, anthropologists, geographers, social practitioners, market practice scholars and social marketers to discuss and explore the nature of markets at the BoP. These international and interdisciplinary perspectives were captured in a collection of essays, soon to be published in Marketing Theory. The workshop and the essays raised many questions about our conceptualization of BoP markets and the theoretical contributions that marketing scholars might make to this field. This SI, seeks to generate insights into BoP markets by bringing together the work of scholars who are engaged with and care about making good markets at the BoP by exploring such questions as:
What does social marketing look like at the BOP (developed vs. developing worlds)? What are policy makers doing to make and shape markets at the BOP? How can people organize for markets at BOP? Where and how are BOP initiatives emerging? How do managers and entrepreneurs focus R&D investment-intensive innovations on frugal innovations (Jugaad) to serve the BOP markets? How can we better explore or think about BOP markets as a non-homogenous group but with possible shared similarities and differences? What alternative theoretical lenses might help us conceptualize, understand, or explore BOP markets? What are the methodological challenges associated with studying markets at the BOP?
These are intended as indicative questions but we welcome research that speaks to the broader theme discussed here, or that challenges conceptualizations of BoP markets in some way. 
Submission criteria
Papers not exceeding 7,000 words should be submitted electronically via e-mail to Katy Mason at k.j.mason@lancs.ac.uk and should comply with the Marketing Theory guidelines for submission. The review and selection of papers will follow the journal's normal procedures (double-blind review). Submitted papers should not have been previously published nor be currently under consideration for publication elsewhere. High-quality submissions that are not selected for publication in the SI will be given full consideration for publication in a regular issue of the journal. The deadline for submission of paper is 1st December 2013.
